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Abstract. Organizations worldwide are becoming more interested in utilizing 
social media applications to enhance their marketing capabilities. One of the 
main fruits of integrating social media applications into the marketing, 
information technology and information systems areas is social customer 
relationship management (SCRM). SCRM has been the focus of attention for 
both marketing academics and practitioners. However, as this area is quite new, 
there is a need to propose a theoretical foundation explaining how using social 
media platforms for SCRM systems could predict customer engagement and 
customer relationship performance. Three main factors, i.e. social media use, a 
customer-centric management system, and relationship marketing orientation, 
are considered as key predictors of SCRM. SCRM is proposed as a key 
determinant of customer engagement, which in turn affects customer 
relationship performance. The proposed research methodology suggests 
conducting a quantitative study to validate the current study model. Further 
discussion regarding the research contribution and main limitations are 
provided in the last sections.            
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1 Introduction 
 
Recently, organizations worldwide seem to have become more interested in utilizing 
different information technology and digital marketing tools to sustain their 
relationships with their customers as well as to maintain their market share [5, 9, 11, 
27, 37]. Web 2.0 and social media applications (i.e. Facebook, Twitter, Instagram, 
YouTube, and Snapchat) therefore have been the focus of attention for modern 
organizations [4]. This is due to the innovative nature of such applications, which 
attract millions of customers and allow a high degree of interactivity either between 
customers themselves or between customers and organizations. Noticeably, customer 
relationship management (CRM) systems are progressively considering social media 
platforms as new mechanisms to conduct their activities [30]. A CRM system is one 
of the most important enterprise systems in addition to supply chain management 
(SCM) and enterprise resource planning (ERP).   
 
As a result of integrating social media applications into the area of CRM systems, a 
new trend called social CRM (SCRM) has evolved [5]. Conceptually, SCRM was 
defined by [31, p. 319] as “the integration of customer-facing activities, including 
processes, systems, and technologies, with emergent social media applications to 
engage customers in collaborative conversations and enhance customer relationships” 
[31, p. 319]. In fact, SCRM could not exist without such revaluation of expanding the 
uses of social media and Web 2.0 applications over the CRM area [14]. Such 
integration has emerged with the intention of providing firms and companies with 
more capabilities to contribute to customer satisfaction and experience [1, 4, 28, 30]. 
SCRM also expands the horizon of CRM activities with a sufficient level of customer 
participation and engagement, which, in turn, significantly reflects on the overall 
marketing performance [21, 22, 29, 37].   
 
However, there is always a critical question regarding the feasibility and applicability 
of using social media tools for SCRM activities [3]. This calls for further examination 
and explanation of the related issues of SCRM and its feasibility and applicability as a 
new system considered by marketers [4, 30]. More importantly, there are a limited 
number of studies that have tested how using social media platforms for SCRM 
systems could add value to organization performance [3]. As this area is quite new, 
the current study realizes the necessity of proposing a theoretical foundation which 
could provide a clear picture explaining how using social media platforms for SCRM 
systems could predict customer performance.   
      
2 Literature Review 
 
SCRM issues have been the focus of a number of recent studies (i.e. [5, 15, 26, 30, 
41]. Some of these studies (i.e. [15, 13, 23, 36]) reported that SCRM could contribute 
many values and utilities for marketers. For example, marketers are currently more 
able to efficiently produce a large amount of data with a certain degree of 
customization, interactivity, and informativeness [6]. Further, due to the interactive 
nature of Web 2.0 applications that empowers customers to actively communicate and 
interact with other customers and organizations, there are more opportunities to build 
online community and strong brands [24]. This, in turn, leads to more customer 
involvement and engagement [30]. In this regard, customers are more active and 
engaged with marketing activities conducted in social media such as creating their 
own content, publishing their experience, encouraging other customers, and so on [4, 
30]. In the light of such advantages of SCRM, a large amount of time, effort, and 
money has been projected in the area of SCRM systems [28].     
 
However, [5] argued that if the adoption of SCRM systems is very low, organizations 
would not be able to reach the related values of SCRM effectively. [10] recently 
assured the importance of the contribution of SCRM to the marketing services 
activities in the hotel context such as enhancing customer associations, customer 
performance, and financial performance. [32] emphasized the role of social media 
tools in the area of SCRM via enhancing the role of value co-creation as well as 
arguing how the integrated mechanism of SCRM could be accelerated by engaging 
the social capabilities that are available in the social media platforms, which, in turn, 
reflects in both financial and non-financial performance. As reported by [3], modern 
organizations are looking forward to applying SCRM systems to have an effective 
means of contact with their customers as well as to sustain their associations with 
them. This is in addition to the ability of SCRM to facilitate accessing the big data 
available in social media platforms about customers.  
  
Even though these studies have attempted to examine either the adoption of SCRM or 
the impact of SCRM systems, there is still a need to clarify the main dimensions of 
SCRM over the social media platforms and how such dimensions could contribute to 
financial and customer performance. Therefore, this study attempts to fill this gap by 
proposing a conceptual model which could cover the fundamental aspects of SCRM 
over the social media area.     
 
3 Conceptual Model and Research Hypotheses 
 
Based on a critical review of the main models and studies (i.e. [8, 15, 16, 18, 19, 32]) 
that have tested SCRM, this study formulates the current model presented in Figure 1. 
In detail, a Capabilities-Based Perspective was considered in the current study as a 
theoretical foundation [31]. As seen in Figure 1, the most important antecedences and 
consequences are considered in one single model. As this study considers the 
implementation of SCRM over the social media platforms, it was important to 
consider the impact of social media on SCRM. Indeed, this impact of social media has 
been addressed by [16, 30, 32]. Relationship marketing orientation was argued by 
[16] as an important requirement for SCRM. [2, 31] approved the critical role of 
customer-centric management. It was also important that the impact of SCRM on 
customer engagement has been validated by different studies such as [15, 16, 30]. 
Finally, customer relationship performance (financial and non-financial) was 
proposed to be the main consequences of SCRM and engagement. Accordingly, this 
study proposes the following research hypotheses: 
  
H1: Social media use will positively influence SCRM capabilities. 
H2: A customer-centric management system will positively influence SCRM 
capabilities. 
H3: Relationship marketing orientation will positively influence SCRM capabilities. 
H4: SCRM capabilities will positively influence customer engagement.  
H5: Customer engagement will positively influence customer relationship 
performance. 
 
 
Figure 1. Conceptual Model (Adapted from [8, 15, 16, 18, 32]) 
 
It is also worth indicating that SCRM is addressed as a multidimensional construct in 
the current study. This is in line with what has been proposed and supported [17, 18, 
32]. These dimensions are presented in Figure 2. By the same token, three main 
dimensions, i.e. behavioural, cognitive, and emotional, are all adapted to reflect 
customer engagement. (See Figure 3. These aspects of customer engagement were 
adopted from [15]). 
 
 
Figure 2. SCRM Capabilities (Adapted from [17, 18, 32]) 
  
 
Figure 3. Customer Engagement Dimensions (Adapted from [15, 16]) 
 
4 Proposed Research Methodology 
 
As discussed above, the current study model and research hypotheses has been 
proposed based on what has been tested and supported in prior studies. Thus, the 
nature of this study seems to be more positivist deductive, and accordingly, the 
quantitative method has been adopted to capture adequate statistical evidences [7, 12, 
25]. The targeted context of this study will be different firms from the service context 
in Jordan: mobile communication firms, banks, and travel and tourism agencies in 
Jordan. This is due to the fact that these firms have extensively adopted and apply 
social media tools for SCRM activities. Moreover, these organizations have their 
place in different social media platforms (Facebook, Instagram, Twitter, and 
YouTube) along with the fact that millions of customers follow these firms on social 
media platforms. In detail, a field survey questionnaire will be allocated to marketing 
managers, staff in the marketing department, social media managers, and admins at 
these organizations. Factors will be measured using scale items adapted from previous 
studies. For instance, the main aspects of SCRM, i.e. information reciprocity, 
information capturing, information integration, value co-creation, and information 
use, will be adapted from [18]. These items have also been validated and tested by 
[28, 32, 38, 39, 40]. Items from [16, 18, 33] will be adapted to test the customer 
relationship orientation construct. The customer-centric management system will be 
tested using scale items from [28]. The scale adapted from [15, 16, 36] will be 
considered to evaluate customer engagement. Once the data has been collected, it will 
be processed using structural equation modeling analyses to validate the conceptual 
model and research hypotheses. 
 
5 Research Contribution  
 
Even though there is considerable interest in the applications of social media tools for 
marketing aims, there is still a strong need to explain and examine how SCRM could 
be accelerated by such applications. This is in addition to the fact that a 
comprehensive theoretical model is much needed to see which aspects in SCRM 
systems could be affected by social media use. This model should also clarify how 
SCRM activities in social media could contribute to customer engagement and 
customer relationship performance. Therefore, this study would hopefully provide 
further understanding regarding the related issues of SCRM over the social media 
platforms especially in the light of the limited number of studies that have tested 
SCRM over the social media platforms. Further, the targeted context of this study as 
mentioned in the proposed research methodology is different service organizations in 
Jordan. Indeed, such issues have yet to be examined in Jordan or even in the Arab 
countries. This in turn confirms the importance of conducting this study. While the 
prior SCRM studies have considered an individual context like banking, i.e. [34, 38]; 
tourism, i.e. [34]; and hotels, i.e. [35], this study considers different kinds of 
organizations over the service context. Thus, rich results could be attained once this 
model has been empirically tested which could provide more clues to help firms in 
how they can effectively apply SCRM activities over the social media area.        
              
6 Limitations and Future Research Directions 
 
In spite of the considerable contribution that could be attained in the current study, 
there is a number of limitations that really restrict this study. For example, this study 
is more conceptual and theoretical, and it has not been tested yet. Therefore, there is a 
need to collect adequate statistical evidences by collecting data from the targeted 
organizations who are interested in SCRM activities in social media. The current 
study model was built based on what has been discussed and approved over the prior 
literature. This could affect the applicability of the current model over the Jordanian 
context especially in the fact that most of the prior studies have been conducted in the 
developed countries. Therefore, conducting an exploratory study using a number of 
interviews with those who are experts in CRM and social media marketing could be 
more useful.    
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